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Abstract: The study examined the role of social media in entrepreneurial 
development in Nigeria, specifically, how the use of social media enhances 
customer retention, brand awareness and customer loyalty. Based on the criteria 
set out to select these entrepreneurs in Lagos state, the study adopted a stratified 
and convenience sampling technique to select one hundred and fifty-three 
entrepreneurs, and the analysis was carried out using linear regression. The result 
revealed that social media has a significant positive relationship with customer 
retention, brand awareness, and customer loyalty, and findings revealed that social 
media has proven to be an essential tool to engage customers and create brand 
awareness which eventually leads to customer retention and loyalty for an 
organization. Hence, the study recommended that entrepreneurs need to invest 
heavily on information and communication technology to boost operational 
efficiency, improve quality of product and services interface with customers, and 
create room to consistently solve customer problems swiftly.  
 
Keywords: Entrepreneurship, Technology, Social media, Customer Retention, 
Customer Loyalty, Innovation, Brand Awareness. 
 
Introduction 
Entrepreneurship has been seen to play 
a very crucial and important role in the 
creation of jobs, social welfare leading 
to huge economic growth and 
development in many countries all over 
the world. The recurrent changes at the 
international environment leading to the 
transition of many nations from an 
industrial society to what is known 
today as information society; is all made 
possible with the introduction and 
adoption of entrepreneurship by many 
nations of the world. Entrepreneurship 
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is also seen by many scholars as the 
main engine room and driver for 
economic development as it identifies 
needs and propose workable solutions. 
Thus, information and knowledge act as 
necessary tools for any entrepreneurship 
activity (Brooks, 2013). The advent and 
introduction of new technologies has 
made accessing information and 
knowledge easy and created a robust 
archive on issues relating to 
entrepreneurship and technology. The 
introduction of technology has add 
positive impact in many sphere of life 
such as education, health, 
communication and even the fast 
development of entrepreneurship can be 
attributed to technology. The impact of 
technology on the economic, social and 
cultural aspects of individuals is so huge 
and of great importance that it cannot be 
neglected (Boyd & Ellison, 2017).  
 
The use of modern and sophisticated 
technologies in our day to day business 
life has provided faster access and given 
more effective and efficient means of 
communication like email that is now 
commonly used as a means of 
communication that can also be 
described as cost effective. Another 
example is the use of the World Wide 
Web that enables millions of people to 
communicative effectively real time and 
gives timely access to information. 
Information and communication 
technology also has the potential to 
reach remote areas facilitating 
development of local capacity thereby 
boosting and reducing the 
communication and technological gap 
between the urban areas and rural areas 
(Sandner, 2015).  
   
According to Rogers (2013), 
Technology is seen as the methods, 
techniques or skills used in the 
collection of data and production of 
goods and services. It was further stated 
that the major reason for technological 
development is to solve a problem and 
to also create numerous opportunities 
for entrepreneurs and business owners 
which will give them room to constantly 
improve their businesses and also 
ensure the continuous survival of such 
business. Technology has continued to 
change all the facet of businesses and 
how businesses are conducted all over 
the world. Entrepreneurship process has 
evolve over the years as a result of 
changes in technology and coupled with 
the fact that many entrepreneurs and 
business owners have embraced 
technology in the daily running’s of 
their businesses while internet and 
computers are classified as the major 
part that has propelled entrepreneurship 
development (McMullan & Gilmore, 
2012).  Many decades back, there was 
no internet, email, telephones, social 
media and other major technological 
gadgets which makes development and 
growth of businesses and 
entrepreneurship development difficult 
and very cumbersome which also made 
it difficult for clients and customers to 
easily search for available businesses to 
patronize or do business with, but now, 
the advent of technology and social 
media has eliminated all these barriers, 
it has tremendously improved 
communication and delivery of 
business, it has made it possible for 
employees at different location to 
communicate effectively real time 
through calls, video calls or conference 
calls, it has also made it possible for 
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documents to be easily stored, organized 
and transmitted to as many people as 
possible real time without delay thereby 
enhancing entrepreneurship 
development (Ertem, 2015). 
Technology has also made it very 
possible for the businesses to connect 
with their clients or customers through 
the various social medium; this medium 
includes Facebook, Linkedin, 
Instagram, Twitter, Zoom, Skype etc. 
technology has made it easy for 
businesses to connect with customers 
via this social medium and it has 
increased the visibility of this business 
and driven their sales margin further up 
leading to increased profit for 
entrepreneurs and more easy access to 
their customers (Ertem, 2015).    
 
Olaore, (2015) opined that 
entrepreneurs have made best use of 
technology to promote, improve and 
expand their services and products. 
Technology has also been used by 
entrepreneurs to understand human 
resource management, inventory, 
planning and also ability to easily 
measure business performances as a 
result of technological advancements 
(Brooks, 2013). In Nigeria, many 
entrepreneurs and businesses are yet to 
fully adopt or embrace the use of 
technology and social media in their 
daily business operations. Many of these 
businesses only use technology in some 
areas of their business operations like 
accounting and inventory while only 
few can be said to have fully embraced 
the use of technology in almost every 
area of their business operations 
(Olaore, 2015).  
 
The continuous study and examination 
of the role played by social media in 
entrepreneurship development is very 
important for entrepreneurs, business 
owners and organizations because the 
use and adoption of using social media 
and technology is germane for gaining 
competitive advantage over other 
competitors especially within this 
competitive and dynamic environment 
within which the businesses operate 
(Oakley, 2013). The businesses that 
refused to embrace the use of social 
media and technology will lose revenue 
in the short and long run and may also 
lose their clients or customers to other 
competitors. It’s therefore imperative to 
focus this study on the role played by 
social media on entrepreneurial 
development.  
 
Literature Review  
Social Media 
According to Obar, (2015), social media 
is defined as a computer mediated 
technology that gives room and 
enhances the sharing and transfer of 
information, communication and other 
form of expression through virtual 
network and communities. Social media 
has played a very major and crucial role 
in enhancing the expansion of many 
businesses, creating easy access for 
customers and client to easily 
communicate with different businesses 
and opportunities for businesses to also 
easily reach their target audience at 
lesser or cheaper cost. Businesses now 
use these social media platforms to 
create persuasive marketing content that 
will appeal to their customers thereby 
persuading them to purchase their 
product or service leading to improved 
sales for the businesses and also a 
means to increase their profit margin 
(Kietzmann, Jan & Kristopher, 2011). 
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As internet penetration in Nigeria has 
increased over the years, it has also led 
to the increased use of social media by 
Nigeria in all works of life. Social 
media platforms like Facebook, 
Whatsapp, Twitter etc. remains popular 
and has over 16 million registered users 
in Nigeria visiting this social media 
platform on a monthly basis. Social 
media differs from the print media that 
has to be carried in a physical form 
unlike social media that is easily 
accessible on the go through the use of 
Smartphone’s creating a large 
community of social media followers 
and a viable ground for businesses in 
Nigeria to reach out to target audience 
and also an opportunity to get more 
customers and buyers of their product 
and services (Agichtein, Castillo, 
Donato, Gionis, & Mishne, 2018). 
Therefore, social media can also be 
regarded as a means of communication 
and interaction over a global network. 
Social media is not only used for 
communication, but can also be used as 
a means of interaction and a means of 
creating business content that is capable 
of enabling businesses to get across 
easily to numerous target audience, 
increase their sales and improve their 
profit generation derive. In today’s 
business world, any organization that 
refused to embrace and effectively 
engage using social media tends to lose 
half of its customers, kill their business 
in the long run and also with the 
possibility of making the business very 
unattractive to customers and clients 
(Abedi & Rahim, 2011). 
 
 
 
Information Technology in 
Entrepreneurship 
The infusion of information technology 
into entrepreneurship has tremendously 
increased the level of development 
recorded in entrepreneurial activity. 
This has also led to efficiency in the 
services rendered by these businesses. 
Technological infusion and the use of 
technology is a major tool that has 
advanced entrepreneurship development 
in many nations of the world including 
Nigeria. The infusion of technology into 
entrepreneurship has led to increased 
speed, reduced physical means of 
storing data by businesses, reduced 
administrative corruption, improved 
accuracy and efficiency in business 
deliveries, reduced cost of doing and 
transacting businesses, created 
numerous jobs and holistically 
improved the profit margin of many 
entrepreneurial businesses (Abedi & 
Rahim, 2011). 
 
The development of the advanced 
countries of the world is majorly due to 
information technology. This 
technological advancement has also 
created lots of businesses opportunities 
for entrepreneurs and business owners. 
Infusion of Technology and social 
media into entrepreneurship has reduced 
the incidence of low feasibility for 
businesses and entrepreneurs, it has 
helped in bridging communication gap, 
it has led to increased and improved 
performance of businesses, it has 
created room to reach millions of 
customers and clients real time without 
distortions, technology has made it 
easily possible to birth entrepreneurship 
ideas, it has led to creation of new 
market and new market segments, it has 
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improved the level of transparency in 
business dealings, it has led to 
knowledge based economy and social 
media through technology has also 
acted as a tool used by entrepreneurs 
and business owners to enhance, project 
and make their businesses known and 
acceptable to their clients and 
customers; creating tremendous stream 
of business activities and increasing 
revenue generation for the businesses 
(Obar, 2015). 
 
Information Technology and 
Entrepreneurship Development in 
Nigeria  
Information technology has played a 
major role in entrepreneurship 
development in Nigeria, it has acted as a 
major driving force to promote and 
enhance entrepreneurship. This can be 
attested to in the huge number of 
businesses powered by information 
technology springing up on a daily basis 
in Nigeria. Information technology has 
tremendously changed the face of 
businesses in Nigeria and created room 
for more employment generation and 
engagements. The infusion of 
technology to entrepreneurship in 
Nigeria led to increased efficiency, 
reduced wastages in business, reduced 
delay in completing business 
transaction, enable businesses and 
customers to effective engage and 
communicate real time, created room 
for feedbacks, increased sales, led to the 
birth of many new entrepreneurial 
businesses, gave businesses more and 
easy access to customers and also 
created room for improved revenue 
generation for the businesses (Davidson, 
2014). 
 
Many researchers have done several 
studies on information technology and 
entrepreneurship leading to a concept 
termed innovative entrepreneurship 
which is related to new technology 
development (Gaglio, 2017). It has also 
been argued that entrepreneurship and 
opportunities can be termed as a social 
construct that is usually correlated with 
the level of competence, entrepreneurial 
values, cognitive capabilities, 
connection, skills and knowledge. They 
can also be termed as driving force in 
entrepreneurship and entrepreneurial 
development (Gaglio, 2017; De-Koning, 
2017).   
 
Underpinning Theory  
Technology Acceptance Model (TAM) 
Created by Fred David in 1986 
(Durodolu, 2016), the technology 
acceptance model is an offspring of the 
widely acclaimed Theory of Reasoned 
Action (Durodolu, 2016; Taherdoost, 
2017; Amadu, Muhammad, 
Mohammed, Owusu, & Lukman, 2018) 
from psychology. Being arguably the 
most relevant model in studying IT 
acceptance (Wu, 2009; Taderdoost, 
2016), the model focused more on the 
acceptance or rejection of information 
systems technology (Durodolu, 2016). 
Specifically, it examined how 
perceptions and beliefs could undermine 
or boost IT adoptions (Amadu, et al, 
2018). The model stated that 
acceptability of information is based on 
two factors that can be classified as ease 
of use of such information system, and 
perceived usefulness of such 
information system (Taderdoost, 2016; 
Amadu, et al, 2018). The ease of use 
refers to how much effort is required to 
have it functional, while perceived 
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usefulness of the information system 
refers to the probability of improved 
productivity or performance when 
employed (Davis, 1989). The 
probability that an employee will 
embrace an information system is high; 
if the employee believes the information 
system will improve their performance 
at work (Hauser, & Shugan, 2017; 
Harris & Goode, 2018). Same applies to 
making a choice from several options, 
employees go for the most effective 
(Dillion & Morris, 2016). This is 
relevant to the study because owner and 
employees’ readiness to 
adopting/accepting an IT system 
ultimately influences the outcome 
(Obar, Jonathan & Wildman, 2015).  On 
the other hand, the customer’s 
perception of IT could also influence if 
they will choose to engage the 
establishment via such platforms 
(Amadu, et al, 2018). This will either 
make the investment in IT systems 
useful or wasteful. 
Conceptual Framework and 
Hypotheses Development 
Technological Entrepreneurship  
The most significant function of an 
entrepreneur is to reinvent value 
generation by exploring and exploiting 
inventions capable of promoting such 
entrepreneurial activity (Schumpter, 
2006). The increasing rate of 
globalization, innovation, especially the 
continuous search for knowledge and 
technological entrepreneurship is now a 
major factor in the generation and 
creation of wealth. It was also stated 
that the reason why one region develop 
more than another region successful 
fostering of new technologies and 
technological entrepreneurship 
(Feldman, 2014; Camagni, 2015).  
 
Therin, (2017) defines Technological 
entrepreneurship as a process involving 
identification of available commercial 
opportunities, tapping into such 
opportunities, accelerating growth and 
risk taking ability. Dorf and Byers also 
defines technological entrepreneurship 
as a refined process of putting together 
available technical systems, strategies, 
skills and resources by an entrepreneur 
with the sole aim of harnessing 
available opportunities. Every 
entrepreneur must be proactive; they 
must understand the business 
environment within which they operate 
and how the component of institutional 
environment affects their business. The 
ability of the entrepreneurs to be 
proactive and be alive to happenings 
around them will enable them to 
understand and be able to predict 
changes within their environment 
thereby giving them an edge over their 
competitors to explore and exploit other 
available opportunities capable of 
minimizing risk, gaining more revenue 
and increasing their performance 
indicators (Mcfarland & Hamilton, 
2016).  
  
Customer Retention 
Customer retention has been defined as 
the ability of a business to retain or keep 
customers over a long period of time. 
Customer retention is increasing 
becoming the focus of many 
organizations and many businesses 
because it serves as avenue for revenue 
generation for the firm. The term has 
been described to be closely related to 
customer loyalty and repurchase 
intention, but they are conceptually 
different. It has also be noted that the 
core competence of the business will 
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also determine its capability to ensure 
customer retention over a long period of 
time which means the positive beaviour 
intentions of the customers to the 
business offering is positively related to 
the capability of such businesses to 
create offering that satisfy the customers 
from time to time (Jang, Bae & Kim, 
2020). Measuring customer retention 
also differ from sector to sector and 
from industry to industry as some 
authors also suggested that customer 
retention creates several financial 
benefits to the businesses and help 
improve their financial performance 
(Roselius, 2017). A study by Ahmad, 
Bakar and Ahmad (2019) opined that 
adoption of social media has led to 
increased customer retention and firm 
performance. Hence, studies to replicate 
and validate the results are of utmost 
importance. This necessitated the 
formulation of the following hypothesis 
to see if social media has played any 
role in customer retention. 
 
Ho1: There is no significant 
relationship between social media and 
customer retention. 
Brand Awareness  
The presence of a brand in the mind of 
the customers or consumers is termed 
brand awareness. The major purpose of 
branding is the labeling of the product 
and making consumers to be aware of 
such product offering through the 
effective use of marketing mix (Keller, 
2018). According to Keller, (2018), 
three major essence of brand awareness 
was identified; they include ability of a 
consumer to make a purchase decision 
within that particular product category, 
the ability of a consumer to easily 
identify and know the particular brand 
and ability of consumers to easily 
recognize the brand image. The ability 
of a consumer to easily recognize and 
pick a particular brand among others in 
the same category and within same 
brand basket is also known as brand 
awareness (Chakrsvarti et al., 2013). 
The need to create brand awareness and 
register brands in the mind of 
consumers is still an ongoing study with 
various researchers still having 
divergent opining and some suggesting 
various means to ensure brand success. 
The study by Ananda, Hernandez-
Garcia and Lamberti, (2017) looked at 
brand awareness in social media 
marketing and were not really able to 
substantiate fully the relevance of social 
media on brand awareness which 
necessitated the formulation of our 
second hypothesis to look at the role 
played by social media in brand 
awareness in Nigeria.   
  
Ho2: There is no significant 
relationship between social media and 
brand awareness. 
 
Customer Loyalty  
According to Roselius (2017), the cost 
of bringing in new consumers is very 
high and usually cost the organization 
more than expected than the cost it will 
cost them in retaining existing 
customers. Therefore, increasing 
customer retention and doing all that is 
within the organization capacity to 
retain existing customers will help in 
boosting the profit margin of the 
organization (Oakley, 2013). In a 
competitive environment like we have 
in the present day economy and in a 
market place where there are numerous 
product substitutes where customers 
find it easy to switch to other supplier or 
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products, the organization must build 
different loyalty schemes to ensure their 
existing customers are retained thereby 
improving the profit margin of the 
organization and saving them the cost of 
chasing new customers (Mousavi, 
2015). The study done by Lashgari, 
Sutton-Brady, Solberg and Ulfvengren 
(2018) looked at adoption strategies of 
social media in B2B firms with a part of 
the study highlighting issues relating to 
customer loyalty and if customer loyalty 
can be guaranteed over a long period of 
time through social medium. The third 
hypothesis in this study will seek to find 
out if there is a link between social 
media and customer loyalty and if this 
social medium used by firms guarantees 
long term loyalty of customers.   
 
Ho3: There is no significant 
relationship between social media and 
customer loyalty. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig 2.1: Social media and its relationship with customer retention, brand 
awareness and customer loyalty. 
Source: Researchers’ 2020.  
 
Methodology 
Data Collection and Procedure 
The study is purely descriptive in nature 
because it employs the use of 
questionnaire as a method of data 
gathering which is a quantitative 
research approach. The study selected 
two hundred entrepreneurs in three 
areas (Ikeja, Lagos-Island and Yaba) of 
Lagos state. The justification for 
selecting entrepreneurs in these areas is 
because they constitute the commercial 
hub of businesses in Lagos state. The 
population of registered entrepreneurs in 
Lagos state according to (Nigerian 
Bureau of Statistics, 2018) is 8395 and 
we used convenience and stratified 
sampling to select two hundred 
participants. Entrepreneurs who has 
above ten staff and has operated for 
Social 
Media 
Customer 
Retention  
 
Brand 
Awareness  
Customer 
Loyalty 
    68 
Olaore Gbemi Oladipo, et al                                                                                                                         CJoE (2020) 5(1) 61-78 
 
URL  http://journals.covenantuniversity.edu.ng/index.php/cjoe 
 
above five years of business operation 
constitute the criteria used to select the 
sampled entrepreneurs. 
  
Measures 
The questionnaire used to collect the 
needed data were adapted from 
literature. Hence, questions on social 
media were guided and adapted from 
the work of (Aylin & Levent, 2015; 
Tresna & Wijaya, 2015; Mohammad & 
Anisa, 2019), customer loyalty was 
adapted from the work of (McMullan 
and Gilmore, 2002; Harris and Goode, 
2004) and used cognitive, affective, 
conative and action as elements of the 
variable, brand awareness was adapted 
from the work of (Yoo & Donthu, 2001; 
Buil, De-Chernatony, & Martinez, 
2008) while customer retention was 
adapted from the work of (Gustafsson & 
Johnson,  2005). The scale were guided 
by a five point likert scale response type 
of strongly agree, agree, undecided, 
disagree and strongly disagree. The 
study employed the use of descriptive 
statistics and multiple linear regression 
to test the hypotheses stated in the study 
and was aided by statistical package for 
social sciences (IBM Statistics SPSS 
22.0). A pilot study was conducted by 
selecting fifty (50) entrepreneurs across 
the selected areas in order to confirm 
the reliability of the instruments and the 
results revealed 0.84 which is above 
0.70 as suggested by Nunnaly (1978) as 
the threshold point for instruments 
reliability and acceptance.  
 
 
 
 
Contexts and Participants 
Out of the two hundred distributed 
questionnaires only one hundred and 
fifty three questionnaires were 
successfully returned and used for the 
analysis. The response on the 
demographic analysis of respondents 
with regard to gender shows that 39.5% 
are female while 60.4% are male and 
this shows that more male attended 
more to the questionnaire than female. 
Also, respondent’s age distribution 
shows that 13% of the respondents are 
below 25 years of age, 71.3% are 
between 25-30 years of age, and 15.7% 
are between 31-40 years of age. 
Respondents marital status shows that 
76.1% are married while 23.9% are 
single which shows that majority of the 
respondents are married. Similarly, 
response based on educational 
qualification of respondent’s shows that 
67.9% are HND/BSC holder, 32.1% 
have MBA/MSc. Additionally, 8% 
respondents have operated less than 5 
years, 61.7% are between 6-10 years, 
22.3% are between 11-15 years while 
8% have above 16 years of business 
experience. The 8% respondent who 
have less than 5 years of business 
operation are disregarded due to the 
criteria set for selecting entrepreneurs.  
 
Table 1: Reliability Statistics 
The study conducted a reliability 
statistic in order to examine the internal 
consistency of each of the variables of 
the study and adopted Nunnally (1978) 
0.70 threshold results as the cut-of-value 
for acceptance of each construct of the 
study has been reliable.  
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Variable Cronbach Alpha Source No of Item 
Customer Loyalty 0.82 (McMullan and 
Gilmore, 2002; Harris 
and Goode, 2004) 
10 
Brand Awareness 0.79 (Yoo and Donthu, 
2001; Buil, De-
Chernatony, and 
Martinez, 2008) 
7 
Social Media 0.75 Aylin and Levent, 
2015; Tresna and 
Wijaya, 2015; 
Mohammad and Anisa, 
2019 
8 
Customer 
Retention  
0.85 Gustafsson, Johnson 
and Roos, 2005) 
7 
        Source: Field Survey, 2019 
 
Data Analysis 
 
Hypotheses One 
Ho1: There is no significant relationship between social media and customer retention. 
 
Table 2: Presents regression analysis for social media and customer retention  
    
Model   R  R Square  Adjusted R  Std Error of the Est. 
1  .243a .059  .055  .959   
 
                                                                  ANOVAa 
 
    Model SSq  df Mean Sq.    F   Sig. 
1 Regression 13.137  1 13.137             14.297  .000b  
   Residual 208.583 227       .919 
   Total  221.721 228 
                                                                  Coefficientsa 
Model Unstandardized Coefficients     Standardized       t.   Sig 
            Coefficients 
    B       Std.Error      Beta  
 
1   Constant 2.694        .360    7.476     .000 
    Social media    .314     .083         .243  3.781     .000 
 
Source: Field Survey (2019) 
 
Dependent Variable: customer retention (P<0.05)  
 
 70 
The table above shows the regression 
analysis between social media and 
customer retention where R = 24% and 
represent the relationship between the 
independent and dependent variable 
(social media and customer retention). 
The t-statistics in the coefficient table 
which shows the significant contribution 
of social media on customer retention is 
at 3.781 and this is above the 
recommended value for acceptance as 
suggested by (Nusair & Hua, 2010). 
Furthermore, the goodness of fit of the 
model (social media and customer 
retention) shows that it is statistically 
significant at F= 14.297, P<0.05. Hence, 
the null hypothesis is rejected and 
alternative hypothesis is accepted that 
is, there is a significant relationship 
between social media and customer 
retention. Customer retention is 
essential for an organization because it 
ensures business continuity among 
customers even in the midst of stiff 
competition and social media has 
proven to be very important in customer 
engagement and retention. This findings 
is however, consistent with the work of 
(Mcfarland & Hamilton, 2016; Obar et 
al., 2015). 
Hypotheses Two 
H02: There is no significant relationship between social media and brand awareness. 
 
Table 3: Presents regression analysis for social media and brand awareness  
 
Model   R       R Square  Adjusted R  Std Error of the Est. 
1  .319a       .102  .098       .700   
 
                                                                            ANOVAa 
 
    Model SSq  df Mean Sq.   F       Sig. 
1 Regression 12.407  1 12.407             25.323     .000b  
   Residual 109.256 223   .490 
   Total  121.662 224 
                                                             Coefficientsa 
Model  Unstandardized Coefficients Standardized    t.      Sig 
       Coefficients 
  B       Std.Error Beta  
 
1   Constant 3.864        .144    26.787     .000 
    Social media    .188     .037             319  5.032       .000 
Source: Field Survey (2019) 
Dependent Variable: brand awareness (P<0.05)  
 
The table above shows the regression 
analysis between social media and 
brand awareness where R = 32% and 
represent the relationship between the 
independent and dependent variable 
(social media and brand awareness). 
The t-statistics in the coefficient table 
which shows the significant contribution 
of social media on brand awareness is at 
5.032 and this is above the 
recommended value for acceptance as 
suggested by (Nusair & Hua, 2010). 
Furthermore, the goodness of fit of the 
model (social media and brand 
awareness) shows that it is statistically 
significant at F= 25.323, P<0.05. Hence, 
the null hypothesis is rejected and 
alternative hypothesis is accepted that 
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is, there is a significant relationship 
between social media and brand 
awareness. The current business 
environment marred by technological 
innovations has shown that the most 
effective means of creating brand 
awareness and customer engagement is 
the use of social media. The findings 
aligned with work of (Lashgari et al., 
2018; Keller, 2018) who found that 
social media contributes enormously to 
customer engagement and product 
awareness.   
 
Hypotheses Three 
  
H03: There is no significant relationship between social media and customer loyalty 
 
Table 4: Presents regression analysis for social media and customer loyalty 
 
Model   R    R Square  Adjusted R  Std Error of the Est. 
1  .360a   .129  .126      .665   
 
                                                 ANOVAa 
 
    Model SSq  df  Mean Sq.      F  Sig. 
1 Regression 14.877  1  14.877  33.605  .000b  
   Residual 100.052 226    .443 
   Total  114.930 227 
                                            Coefficientsa 
Model  Unstandardized Coefficients Standardized       t.   Sig 
         
                                                                                 Coefficients 
      B       Std.Error   Beta  
 
1   Constant   3.640         .152                           23.970     .000 
    Social media    .209      .036      .360    5.797        .000 
 
Source: Field Survey (2019) 
Dependent Variable: customer loyalty (P<0.05)  
 
The table above shows the regression 
analysis between social media and 
customer loyalty where R = 36% and 
represent the relationship between the 
independent and dependent variable 
(social media and customer loyalty). 
The t-statistics in the coefficient table 
which shows the significant contribution 
of social media on customer loyalty is at 
5.797 and this is above the 
recommended value for acceptance as 
suggested by (Nusair & Hua, 2010). 
Furthermore, the goodness of fit of the 
model (social media and customer 
loyalty) shows that it is statistically 
significant at F= 33.605, P<0.05. Hence, 
the null hypothesis is rejected and 
alternative hypothesis is accepted that 
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is, there is a significant relationship 
between social media and customer 
loyalty. This finding corroborate the 
work of (Ahmad  et al., 2019) who 
found that one of the benefits of 
technology through social media is the 
consistent engagement and meeting of 
customers’ needs through organization 
products and services and this 
significantly improve customer loyalty 
in the long run for organizations.  
 
Discussion of Findings 
Technology, more specifically social 
media; has altered the way business is 
done. The study investigated social 
media communication and customer 
engagement, and how this led to 
favorable customer patronage and 
business development for entrepreneurs 
in Nigeria. The study tested social 
media impact on customer retention, 
customer loyalty and brand awareness 
for entrepreneurs in Lagos state, 
Nigeria. Findings from the first 
hypothesis tested shows that social 
media have a significant positive 
relationship with customer retention. 
Customer retention being the aim of 
business, social media adoption was apt 
to control information and maintain 
customer engagement, enabling 
customer access to relevant information 
about products and services (Tresna & 
Wijaya, 2015). This finding aligned 
with the work of (Mcfarland & 
Hamilton, 2016; Obar et al., 2015) who 
revealed that consistent social media 
engagement was an effective customer 
retention strategy. It also aligns with 
TAM because while the company 
productivity increased by engaging 
customers while others with similar 
issue learned. The customer also loved 
it because of the ease of interaction 
medium.   
 
The second hypothesis revealed that 
social media is an effective means of 
creating brand awareness. Traditional 
marketing strategy (fliers and 
billboards) ruled some decades back 
(Therin, 2017), however, social media 
brought a new wave of advertising to a 
greater audience. The finding takes a 
direct cue from the works of Lashgari, 
et al, (2018) and Keller (2018) who 
found that social media contributes 
enormously to customer engagement 
and product awareness. In line with 
TAM, brands saw that their reach was 
exponentially improved (which is 
improved productivity), so they 
continue to exploit that medium. The 
third hypothesis result shows that social 
media has a significant relationship with 
customer loyalty. In a competitive 
environment like ours; where there are 
numerous product substitutes and easy 
switch, the organization must build 
different loyalty schemes to ensure their 
existing customers are retained, 
inevitably improving the profit margin 
and reducing cost of new customers 
(Mousavi, 2015). The finding aligns 
with Ahmad, et al, (2019) who found 
that one of the benefits of technology 
through social media is the consistent 
engagement and meeting of customers’ 
needs promptly, and this significantly 
improves customer loyalty in the long 
run.  
 
Conclusion 
The research study examines the effects 
of the role of technology on 
entrepreneurial development. The role 
played by social media on 
entrepreneurship development in 
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Nigeria and the world at large cannot be 
over emphasized, this is because the 
tremendous contributions of social 
media in terms of its large audience to 
entrepreneurial innovation, 
improvement and development is on a 
fast pace and it keeps growing daily 
with many new users and businesses are 
taking advantage of it to reach larger 
audience and to source for clients and 
customers. Social media is now used as 
means through which customer base 
management can be promoted and 
enhanced (Mohammad & Anisa, 2019). 
There is a huge need to create visibility 
for products and services by businesses 
and social media is a major tool that 
offers this to businesses at a relatively 
cheap cost and also comes with easy 
process to manage the social media 
platforms. For any business to continue 
to survive and remain a going concern, 
such business must harness the huge 
opportunities presented by the social 
media and this is a gap the infusion of 
technology and social media can bring 
to the business.  
 
The infusion of information technology 
into entrepreneurship has tremendously 
increased the level of development 
recorded in entrepreneurial activity. 
This has also led to efficiency in the 
services rendered by these businesses. 
Technological infusion and the use of 
technology is a major tool that has 
advanced entrepreneurship development 
in many nations of the world including 
Nigeria (Keller, 2018). The infusion of 
technology into entrepreneurship has led 
to increased speed, reduced physical 
means of storing data by businesses, 
reduced administrative corruption, 
improved accuracy and efficiency in 
business deliveries, reduced cost of 
doing and transacting businesses, 
created numerous jobs and holistically 
improved the profit margin of many 
entrepreneurial businesses (Abedi & 
Rahim, 2011). 
 
Social media is an excellent, cost 
effective way of acquiring new 
customers, creating and building brand 
awareness, expanding the business 
virtually and also means of retaining 
more customers. Social media groups 
also provide useful feedbacks to the 
businesses, valuable insights and 
opportunities for the businesses to also 
learn from their existing or would be 
new customers. This feedbacks from 
their existing or would be customers can 
help the company in advancing the 
company’s brands, marketing effort and 
reduction in advert cost. The use of 
social media for marketing also gives 
the businesses opportunity to connect 
with new customers, conduct research, 
and mingle with fellow professionals 
and to connect with a larger community 
which is capable of providing huge and 
tremendous opportunities to the 
business (Roselius, 2017).  
 
Recommendations 
Based on the findings of this study, the 
following recommendations were made: 
1. Ensuring businesses make profit is 
one of the major ways to ensure 
survival and continuous growth of 
the business, therefore, 
entrepreneurs should integrate 
social media as one of the major 
tool to be used in reaching their 
target audience and to continue to 
create brand awareness. 
2. This paper also recommends that 
organization should devote more 
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time and energy into creating brand 
awareness by making effective use 
of the several social media 
platforms to engage customers and 
clients since there is a very high 
usage rate of social media among 
all categories of people.   
3. It was also recommended that 
entrepreneurs should always infuse 
the application of technology into 
their businesses to reduce cost, 
wastage, serve customers better 
and promote their businesses using 
available technological means.  
4. Entrepreneurs need to invest 
heavily on information and 
communication technology to 
boost operation efficiency, improve 
quality of product and services 
interface with customers and 
creates room to consistently solve 
customers’ problems through the 
use of technology. 
5. Finally, the infusion of technology 
into entrepreneurial activity has 
many tremendous benefits which 
includes improved sales, brand 
awareness, customers loyalty, 
ability to attract and gain new 
customers daily, efficiency in 
product and service delivery, 
visibility of the business to a larger 
community and ability to continue 
to make the business a going 
concern, therefore, Entrepreneurs 
and business owners must constant 
infuse and engage technological 
innovations into their 
entrepreneurship activity.  
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